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Abstract 

The study investigates how AI-driven marketing automation influences consumer engagement and purchase 

behavior in the digital marketplace. Conducted among 150 respondents across Salem, Coimbatore, and Trichy 

in Tamil Nadu, the research employed a structured questionnaire to gather insights on consumer awareness, 

engagement, and purchase decisions influenced by automated marketing messages. The findings indicate that 

most consumers frequently encounter AI-based promotions through social media and email, with around 68% 

engaging through clicks and nearly 55% making purchases influenced by such messages. Respondents 

emphasized personalized offers, discounts, and convenience as the main motivators, while repetitive or 

irrelevant messages were perceived negatively. Overall, the study concludes that marketing automation 

significantly enhances consumer engagement and purchase intent when strategically implemented, 

highlighting its expanding role in the digital marketing ecosystem of Tamil Nadu’s emerging urban centers. 

Keywords: AI-Driven Marketing, Marketing Automation, Consumer Engagement, Purchase Decision, Digital 

Marketing Practices. 

 

1. Introduction  

The rise of AI-driven marketing automation is 

transforming consumer engagement and purchase 

decisions, customer purchasing decisions are 

sophisticated and connected with behaviour, 

observation and thoughts [1]. Digital marketing has 

made huge shift in business world with modern AI 

technologies personalizing experiences, the hallmark 

of digital marketing lies in its potential of tailored 

engagements with its consumers it serves as a 

gateway to business to breakthrough geographical 

boundaries to reach a global stage [2]. In addition, 

rapidly increasing streamline communication 

channels are involved in detecting customer’s 

requirements and analyse vast consumer data to 

target audiences effectively.AI detects what content 

is likely to bring customers back to site and what is 

common among unsubscribes and direct customers to 

make a relevant conversion [3]. AI has rapidly 

expanded in marketing using big data. Through the 

synergy of predictive analytics and real-time 

feedback obtained by businesses can now amplify 

marketing efforts to enhance sustainable growth and 

develop a trustworthy customer relationship. 

However, AI in marketing has raised concerns 

regarding data privacy, bias mitigation and 

transparency [4]. These insights have forced 

companies to prioritize ethical data practices and 

transparency in usage of AI. A positive user 

experience may lead to both satisfaction and 

acceptance prioritizing to meet user’s expectations 

[5]. Leveraging AI algorithms and machine learning 

model into marketing companies can analyse and 

identify patterns, preferences and behaviours from 

customer data this exponential growth in Artificial 

intelligence (AI) is clearly transforming customer 

engagement with business with effective marketing 

strategies by facilitating  personalized and tailored 

experiences to individuals and groups to come up 

with highly customized marketing campaigns and 

leads to more satisfied customers by repeated 

purchases [6]. Gen Z’s are more frequently connected 

with AI compared to older generations and their 

purchasing decisions are significantly reflected by 

interactive and immersive AI experiences, factors 

like digital literacy, socioeconomic status and 

cultural background serve to build trust in AI and 

https://irjaeh.com/
mailto:r.venkatakrishna@lords.ac.in
mailto:roshanshashaik@gmail.com
mailto:bpraneeth123@gmail.com
mailto:safoorayasmeen17@gmail.com
mailto:Krithikarajan01@gmail.com


 

International Research Journal on Advanced Engineering Hub (IRJAEH) 

e ISSN: 2584-2137 

Vol. 02 Issue: 12 December 2025 

Page No: 4284-4292 

https://irjaeh.com 

https://doi.org/10.47392/IRJAEH.2025.0626 

 

    

International Research Journal on Advanced Engineering Hub (IRJAEH) 
                         

4285 

 

develop a worthy customer relationship. Companies 

should also consider competitive pressure and market 

saturation may also affect the efficiency of AI [7]. 

Companies should use the customer generated data 

and explore ways to overcome barriers of AI adoption 

pitching for positive outcomes in cost and scalability 

as market trends and technology continually evolve 

[8]. Study has confirmed that AI can improve 

engagement in social media marketing with 

automation, especially in tourism and hospitality [9]. 

AI is practiced by companies for improving 

operational efficiency to great lengths making 

products reach faster and in smoother ways and 

enabling better data-driven decision making with the 

help of highly targeted marketing campaigns as 

organizations adopt AI-driven tools such as chatbots, 

digital assistants, and advanced CRM systems to 

target potential customers focusing on how ai can 

establish emotional attachment and has a significant 

influence in consumer behaviour stating more than 

98% of people recall story based branding, 67% 

believe storytelling and emotional attachment can 

impact purchasing decisions of consumers and 

business should leverage AI for strengthening 

consumer relationship [10]. Entrepreneurs must 

consider the above highlights to establish a 

sustainable business with future proofing operations, 

while recognizing differences between generations 

and product categories. 

2. Literature Review 
Recent studies have also explored the fusion of data-

driven AI with emotional storytelling, suggesting that 

technology and human-centered marketing strategies 

can coexist to improve consumer connection and 

brand loyalty [10]. Research on personalized 

recommendation systems has confirmed a strong, 

positive relationship between AI-enabled 

recommendations and consumer purchase intention 

[11]. Similarly, AI-personalized content significantly 

boosts click-through rates and engagement in e-

commerce environments [12]. The use of AI-driven 

personalization algorithms in virtual shopping 

assistants further increases consumer engagement 

and conversion rates [13]. Personalized 

recommendation mechanisms are now recognized as 

a central determinant of purchase intent across 

various digital commerce platforms [14]. Machine 

learning-based recommendation engines, particularly 

those using clustering and supervised learning 

algorithms, have been found to produce precise and 

adaptive product suggestions [15]. In e-commerce 

settings, the success of AI applications is not solely 

determined by technological accuracy but also by 

psychosocial factors such as perceived ease of use 

and trust [16]. Bibliometric studies show that 

machine learning (ML) forms the dominant subfield 

of AI research in marketing, underscoring its 

extensive use in predictive analytics, customer 

insights, and personalization [17]. AI and ML 

technologies have also been linked to enhancing 

digital user experiences by enabling predictive 

support and seamless interaction interfaces [18]. In 

social media marketing, AI facilitates hyper-

personalization by aligning content with user 

preferences, thereby improving overall customer 

experience [19]. Conversational AI, particularly 

chatbots, influences consumer perceptions of 

products and prices, demonstrating the behavioural 

impact of human–machine communication in digital 

commerce [20]. Further studies emphasize that AI 

technologies are increasingly intertwined with 

consumer psychology and behavioural research, 

offering deeper insights into how consumers 

perceive, trust, and interact with AI-based marketing 

[21]. Comprehensive reviews have reaffirmed AI’s 

growing influence on digital marketing, highlighting 

its ability to transform engagement strategies through 

predictive and data-driven approaches [22, 23]. 

Empirical analyses show that AI-driven social media 

marketing significantly enhances consumer 

engagement and purchasing behavior through 

predictive analytics and content personalization [24, 

25]. AI applications continue to expand across 

marketing and consumer research, bridging gaps 

between technology, behavior, and psychology [26 - 

28]. Scholars have also argued that AI allows 

marketers to retain a “human touch” in an 

increasingly automated landscape, reinforcing 

empathy and emotional value within AI-mediated 

marketing [29,30]. AI’s measurable impact on e-

commerce performance is well documented, with 

evidence linking AI-driven targeting and 

recommendation systems to increased sales and 

conversion rates [31]. Studies on AI-driven 
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personalization further demonstrate how 

customization fosters stronger consumer trust and 

purchase confidence [32 - 34]. Research on online 

grocery shopping in India confirms that AI adoption 

enhances consumer purchase intention by improving 

convenience, speed, and relevance [35]. Strategic 

discussions highlight AI’s pivotal role in consumer 

behavior analysis, enabling data-based predictions 

that support modern marketing strategies [36]. Other 

investigations show that AI’s influence extends to 

impulse buying behaviors in retail environments, 

where dynamic personalization and real-time offers 

stimulate unplanned purchases [37]. Finally, meta-

analyses on personalization in marketing suggest that 

AI is central to the evolution of customized marketing 

strategies, promoting higher engagement, loyalty, 

and conversion when aligned with ethical data use. 

Collectively, these studies confirm that AI-driven 

marketing automation has evolved into a powerful, 

data-centered system capable of transforming 

consumer engagement and purchase decisions 

through predictive, personalized, and adaptive 

strategies. 

3. Objectives  

 To study consumer awareness and usage of AI-

driven marketing automation. 

 To analyze the impact of AI-driven marketing on 

consumer engagement. 

 To examine how AI-based marketing influences 

consumer purchase decisions. 

 To identify key factors that affect consumer 

response to automated marketing messages. 

4. Research Methodology  

The study adopts a descriptive research design to 

understand how AI-driven marketing automation 

influences consumer engagement and purchase 

decisions. The research aims to gather practical 

insights from consumers who are exposed to 

automated marketing messages such as promotional 

emails, targeted ads, and personalized 

recommendations. A quantitative approach was 

followed, and primary data were collected using a 

structured questionnaire distributed through Google 

Forms. The questionnaire consisted of both close-

ended and multiple-choice questions covering five 

sections including demographics, awareness, 

engagement, purchase decisions, and general 

opinion. The study was conducted among 150 

respondents from Salem, Coimbatore, and Trichy in 

Tamil Nadu, selected using convenience sampling. 

The participants included students, professionals, and 

frequent online shoppers who have experienced AI-

based marketing communication. The data collected 

was organized and analyzed using Microsoft Excel, 

where frequency and percentage analyses were used 

to interpret patterns in consumer behavior. Graphs 

and charts were prepared to illustrate major findings 

on consumer awareness, engagement level, and 

purchase response. All participants were informed 

about the study’s purpose, and their participation was 

voluntary and anonymous. Ethical considerations 

were maintained throughout the data collection and 

analysis process to ensure confidentiality and 

unbiased results. 

5. Data Analysis and Interpretation 

The The responses collected from participants across 

Salem, Coimbatore, and Trichy reveal that most 

respondents belong to the younger age group and are 

actively involved in online shopping activities. A large 

portion of the participants were students and working 

professionals, indicating that the sample primarily 

represents digitally active consumers who frequently 

engage with marketing content through various online 

platforms. The gender distribution was relatively 

balanced, showing diverse representation in consumer 

perspectives, shown in Figure 1 to Figure 11. 

 

 
Figure 1 Age Group Distribution 
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Figure 2 Occupation of the Respondents 

 

 
Figure 3 Gender of the Respondents 

 

 
Figure 4 Online Shopping Behavior of the 

Respondents 

 
Figure 5 Received Automated Marketing 

Messages Mostly Through 

 

 
Figure 6 Automated Messages Mostly Preferred 

 

 
Figure 7 Automated Message 
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Figure 8 Motivation to Click on an Automated 

Message 

 

 
Figure 9 Usual response to an Automated 

Message 

 

 
Figure 10 Type of Product Usually Bought After 

Seeing Automated Marketing 

 

 
Figure 11 Factors Influenced Purchase Decisions 
 

The findings show that awareness of AI-driven 

marketing automation is widespread, as most 

respondents have encountered automated messages 

in their daily digital interactions. Social media 

platforms and email emerged as the most common 

sources through which consumers receive such 

messages, reflecting the growing dominance of AI-

enabled communication in digital marketing. Many 

participants reported that they often read or interact 

with automated messages, which suggests that 

marketing automation successfully captures attention 

and stimulates engagement when the content is 

relevant and personalized. In terms of consumer 

engagement, a considerable number of participants 

stated that they had clicked on automated 

advertisements or promotional messages at some 

point. Factors such as attractive offers, familiar 

brands, and visually appealing content were 

identified as key motivators behind these 

interactions. However, several respondents also 

mentioned that excessive or repetitive messages tend 

to reduce interest, implying that overexposure may 

weaken the effectiveness of marketing automation 

efforts. Regarding purchase behavior, a substantial 

portion of the respondents indicated that they had 

made purchases after receiving automated marketing 

content. The types of products most associated with 

such purchases included fashion, personal care, and 

electronics. Respondents emphasized that discounts, 

convenience, and easy checkout processes were 

important factors that influenced their buying 

decisions. Many consumers also felt that automated 
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marketing simplified their shopping experience by 

providing quick access to relevant offers and product 

information. When asked about the usefulness of AI-

driven marketing automation, most participants 

expressed positive opinions, noting that automated 

messages often help them stay informed about new 

products and deals. A few participants, however, 

found some messages irrelevant or repetitive, 

suggesting the need for marketers to refine targeting 

mechanisms and maintain message quality. Despite 

these concerns, the overall attitude toward AI-driven 

marketing remained favorable, as many respondents 

believed that it enhances their interest in brands and 

encourages repeat interactions. Overall, the analysis 

indicates that AI-driven marketing automation plays 

a significant role in shaping consumer engagement 

and influencing purchase decisions. Consumers 

appreciate the convenience and personalization that 

AI brings to digital marketing, though they prefer 

messages that are relevant, well-timed, and limited in 

frequency. The findings highlight that marketing 

automation is most effective when combined with 

thoughtful human insight, ethical data use, and 

creative communication strategies that build lasting 

consumer relationships. 

6. Findings and Discussion 

The study reveals that AI-driven marketing 

automation has become an integral part of modern 

consumer interaction within digital platforms. 

Consumers across Salem, Coimbatore, and Trichy 

demonstrated strong familiarity with automated 

marketing messages, showing that awareness of AI-

based promotions is now widespread among urban 

audiences. The findings indicate that consumers 

actively engage with AI-generated content, especially 

when it is personalized and aligned with their 

preferences. Automated messages shared through 

social media and email channels were found to have 

a particularly strong influence on consumer 

engagement, highlighting the dominance of these 

platforms in shaping purchasing behaviour. One of 

the key findings is that consumers tend to respond 

positively to marketing automation when it delivers 

value through personalized recommendations, 

discounts, or exclusive offers. Such tailored 

communication not only captures attention but also 

fosters trust and brand loyalty. This aligns with 

earlier research suggesting that AI-supported 

personalization enhances user experience and 

strengthens long-term consumer relationships. 

Respondents in this study viewed automation as a 

facilitator of convenience and efficiency in online 

shopping, emphasizing its role in helping them make 

quicker and more informed purchase decisions. The 

results also show that marketing automation 

significantly influences purchase behaviour by 

simplifying the buying process. Consumers found 

AI-generated recommendations relevant and time 

saving, which encouraged them to complete 

purchases. However, repetitive or irrelevant 

messages were perceived as intrusive, suggesting that 

excessive automation without proper targeting could 

reduce effectiveness. This finding reinforces the 

importance of maintaining a balance between 

automation and human oversight in marketing 

practices. Ethical considerations also emerged as an 

implicit theme in the responses. Participants 

expressed awareness of privacy and data use, 

indicating that while they appreciate personalized 

marketing, they expect transparency and responsible 

handling of their information. This reflects a growing 

consumer consciousness about the ethical aspects of 

AI-driven marketing systems. Overall, the discussion 

highlights that AI-driven marketing automation is a 

valuable strategic tool that enhances engagement, 

personalization, and consumer satisfaction. Yet, its 

success depends on how intelligently it is designed 

and implemented. Marketers should focus on creating 

adaptive, data-driven campaigns that respect 

consumer privacy while providing relevant and 

meaningful content. The study thus reinforces the 

idea that AI, when used responsibly, can serve as a 

bridge between technological efficiency and human-

centered marketing. 

7. Future Scope for Research 

 Future studies can include a larger and more 

diverse sample across different regions to 

enhance the generalizability of results. 

 Comparative research can be conducted 

between various sectors to analyze how AI-

driven marketing impacts engagement 

differently. 

 Longitudinal studies can examine how 

consumer attitudes toward AI automation 
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evolve over time. 

 Further research can explore the ethical and 

privacy implications of AI-driven marketing 

in greater depth. 

Conclusion 

The study concludes that AI-driven marketing 

automation plays a vital role in enhancing consumer 

engagement and influencing purchase decisions in 

the digital marketplace. Consumers appreciate the 

convenience, personalization, and efficiency offered 

by automated marketing messages, especially when 

they align with their interests and preferences. The 

findings highlight that strategic use of AI tools such 

as targeted advertisements, personalized 

recommendations, and automated notifications can 

significantly improve brand interaction and purchase 

intent. However, excessive or poorly targeted 

messages can reduce engagement, emphasizing the 

need for balance and ethical use of consumer data. 

Overall, the study affirms that when implemented 

responsibly, AI-driven marketing automation can 

strengthen brand–consumer relationships and serve 

as a key driver of success in modern digital marketing 

practices. 
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